Fundraising Workshop for Mountain West Arts Conference
Hosted by the Utah Division of Arts and Museums, 1 May 2014

Individual Giving: Raising Friends, Raising Funds

Laura S. Smith, CFRE
National Assembly of State Arts Agencies
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TRENDS AFFECTING GIVING OVER TIME

e |ncreasing competition

e \Women as contributors

e More arts orgs, less arts support
e Online giving

e Higher levels of scrutiny

e Giving for impact



»7 YOUR SUPPORT <
MAKES AN IMPACT.

STRONG LOCAL ARTS AND CULTURE ORGANIZATIONS BUILD STRONG COMMUNITIES

of leisure ¢ -
7%/. and cultyre "avelers mc\ude art

o
activities in ther trip

AND THEY STAY \_QNEE? AND SPEND MORE MONEY THAN OTHER TOUR/SU/

$135 BILLION

in economic actmty is

GENERATED ANNUALLY BY

arts and culture organizations.

SCHOOL
Arts and culture organizations spend

- $2 BILLION
EACH YEAR ON EDUCATIONAL ACTIVITIES
j \q ﬂ i H I - and welcome

of 11680 08 )| 55 MILLION

STUDENTS ANNUALLY ON SCHOOL TRIPS
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HALL 48
the nation’s healthcagé institutions
PROVIDE ARTS RROGRAMS FOR
THEIR HEALING BENEFITS
T0 PATIENTS.

Visitors to arts and culture LOCALSHOP§
organizations spend nearly
$25 PER PERSON
- BEYOND THE COST OF ADMISSION -

at local businesses.
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people visit
arts and cultyre
organizations

THAT'S MORE THAN THE ATTENDANCE FOR ALL MAJOR LEAGUE
SPORTING EVENTS AND THEME PARKS COMBINED!

A higher concentration of arts and culture organizations leads to...
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WHAT DO DONORS WANT?






What most donors want What most donors get




FROM A DONOR’S POINT OF VIEW

[ Not
another
telemarketer!




WHAT DONORS WANT: OPTIONS

Snail Mail

Over the Phone

At Events

Online: One-time Gift

Online: Monthly Giving

Giving Stocks/Other Securities
Pledging
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Acknowledging Donors

Made me feel like it was written for me ﬁ
It did not ask for another g ——

It did not ask me to do anything else
It acknowledged how my gift would be used

S
sent by a prominent figure in the institution | ——f

It was sent promptly

U0 20%

Exceptional Qualities of Great Thank You Letters According to Donors



Effective Communications

Print and Electronic Communication and Donor Preference

100%

i Prefer to receive
by mail
H Prefer to receive
electronically
iMo particular
preference

Under 35




Effective Communications

Do Donors Read the Communications that Charities Send Them?

100%

20%

60%

A0%

20%
4%

Read thoroughly Read, though not | read selectively Never/hardly ever

always thoroughly read communication




Effective Communications

100%

| 9% c190 | 0
40% | |
20% |
0% L — | 1 = — | |

Material appears too  Material appears Too busy to read at

communication too lengthy uninteresting / the time material was
often not relevant




Effective Communications

Communications Content that Influences Future Giving

Results achieved by donors' gifts Se——————— b
Stories about people who have been helped S S ———— 617,

Information on how charity will use donors' gifts el 62%
History / General information |— 4370

Strategic plan for the future el  26%

Upcoming fundraising events md  24%

Message from CEO or Director md 24%

Latest financial statement |d 20%
Recent fundraising events b |18%
Stories about donors e 15%
Message from Chair of the Board |jad 11%

Special ways in which donors can give jd 11%
List of donors | 11%

0% 20% 40% 60%
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Effective Communications

Why Respondents Follow Not-for-Profits through Social Media

100%

80%
67%

60%
47%
40% 1%
L]
i ) -
N i i
0% — — — — —

NFP posts To learn about  Informationis  Conversational To connect with The NFP is
relevant updates upcoming events more up-to-date style of like-minded an expert

on its work than other media communication followers in its field




What’s working
for you?



National Assembly of

State Arts Agencies

KNOWLEDGE % REPRESENTATION * COMMUNITY



http://www.nasaa-arts.org/

